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A Good Newspaper, 
A Good Article, 
A Good Ad— 


These three combined bring good results. But if any one of these three 
things is more vital to success in advertising than either of the other two, it is 
the Newspaper. 

A poor article well advertised may succeed—so long as you advertise; and 
there are scores of cases where, with an article of merit and uniformly good 
newspapers, an indifferent ad even has scored a success. But who ever heard of 
an advertiser succeeding by avoiding all the good newspapers and using only the 
poor ones—which invariably have a small circulation among a thriftless class? 

Shrewd advertisers are quick to measure the real value of a newspaper to 
them ; therefore the temptation to misrepresent its circulation by a poor news- 
paper, to induce reluctant advertisers to use its columns, is always strong. Some- 
times it is almost a necessity—*‘ can’t afford” to be honest, maybe. 

Here is where the San Francisco EXAMINER'S circulation law (now a part 
of the Penal Code of California and New York) comes in and beautifully fits the 
case. It compels honesty, and protects advertisers against cheap and hungry 
newspapers. It makes misrepresentation of newspaper circulation a crime. pun- 
ishable as other similar crimes. 

Yet THE EXAMINER positively and wilfully asserts, for the special informa- 
tion of advertisers, and for the purpose of procuring advertising, that its average 
circulation for the first three months of 1893 was— 














January—Daily, 65,800 Sunday, 78,710 Weekly, 71,200 
February— ‘* 65,203 " 75:;737 ee 735525 
March—  ‘‘ 65,045 ‘«  -76,725 ‘* 76,700 
—This fact,and moreover the other fact that it made the fight for that law almost 


alone, and against the bitter opposition of other San Francisco papers, is pretty 
good evidence, if no other were required, that 


The Examiner is a Good Newspaper 


E. KATZ, Eastern Agent, 
i86 & 187 World Building, New York. 
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Local Weeklies 


They are home papers. 

They talk to the whole family. 
They talk the entire week. 

They talk effectively and command 











confidence. 
They are close to the hearts of the 
households. 
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They are unique in their position. 
They are the most valuable adver- 
tising mediums extant to reach 


the country people. 


* 


There are 1400 of them on the Atlantic Coast Lists. 

One-sixth of all the country readers of the United 
States reached weekly. 

Catalogues and estimates sent upon application. 

One order, one electrotype, does the business. 


* 


ATLANTIC COAST LISTS, 
134 Leonard St., New York. 
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FLOUR MILL ADVERTISING. 
‘By T. S. ‘Blish. 


To one who is well satisfied in his 
own mind of the beneficial results of 
advertising, and fully alive to the ne- 
cessity of its use in any live, progres- 
sive business, the ideas of some people 
who deny its value seem crude, laugh- 
able and well nigh pitiable, when, as is 
often the case, the evidence of their 
mistaken policy is manifest in their 
business. 

The writer is interested in the man- 
agement of a flour mill, whose daily 
output is one thousand barrels, and 
whose sales for this fiscal year will 
reach one million dollars. ‘Ten years 
ago this company owned a small, in- 
significant affair of but few barrels 
daily capacity, and whose output was 
limited to the demands of a trade that 
came to it only by reason of the ruts 
in the highway that had been worn by 


the wheels of its patrons through 
many preceding generations. At this 
time a ‘‘ progressive” policy was 


adopted, and with the aid of everlast- 
ing and persistent advertising, main- 
tained at an expense of ofttimes a 
heavy percentage of the annual profits, 
the business was extended into new 
adjoining fields, from which the de- 
mand created necessitated several im- 
portant increases in the capacity of 
the plant, and finally a complete re- 
building, with a daily capacity of sev- 
eral hundred barrels. In the outset 
the business was of purely a local 
character, and it was then our whole 
energies were applied to the keeping of 
our name and that of our flours well 
before the people. Further increases 
of capacity soon enabled us to reach 
out into the Southern and Eastern 
States, and subsequent enlargements 
caused us to look abroad for the sale 
of a part of our product. Now our 


flours are as well known in the proper 
channels in the cities of the United 
Kingdom as any of those of the mills 
that have done business there for a de- 
cade. 


During the rapid increase made 
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by us during the ten years we have 
never once doubted the potency of ad- 
vertising, attributing to it always its 
full share of credit for our success, 
and never stinting the use of it. 

In appointing our agents in the dif- 
ferent cities of the United Kingdom for 
our foreign trade, we selected one in 
Glasgow, who was just starting in 
business, and who had, from observa- 
tions made in America, decided on a 
vigorous advertising policy. The re- 
sult of that policy has been, that dur- 
ing the three years his business with 
us has each year increased one hundred 
per cent. We leave to him {full dis- 
cretion as to what mediums he employs 
for the advertising, and have found 
them all beneficial, which does not, of 
necessity, go to show that our agent’s 
judgment is exceptionally good, but 
that advertising, however done, reaps 
its own reward. With our other for- 
eign agents who refuse to advertise, 
claiming there is no room for it in 
their business, each year’s sales stand 
at about the same as that of the pre- 
ceding year. To illustrate the position 
taken by some of the latter named, I 
quote from a letter from our Liverpool 
correspondent, written in reply to our 
several communications urging him to 
adopt the policy of our Glasgow agent 
in the matter of advertising: ‘* Al- 
though I consider that advertising cer- 
tain articles is advantageous, I feel 
that all the advertising in the world 
would not assist the sale of flour on 
this market. . . . The dest flour 
at the Jowest market price will al- 
ways command the trade here, no 
matter how much advertising be 
done. . . . I do not wish to 
throw cold water on your ideas of 
keeping your flours before the public, 
as I consider it shows the right and 
proper spirit of enterprise on your 
part ; at the same time I feel it is my 
duty, in reply to your inquiries, to give 
you my ideas as nearly asI can. You 
can take my word for it that, as the 
old adage has it, ‘Good wine needs 
no bush,’ so good flour needs no ad- 
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vertising in this particular part of the 
world.” Our business with the writer 
of this for the present fiscal year will 
fall some short of that of last year and 
about equal that of the preceding 
year. 

Several months ago we addressed 
letters to all of our foreign correspond- 
ents, offering to forward to them, for 
free distribution among their custom- 
ers, books of photographs of the 
World's Fair buildings, and asked 
them to advise us how many of them 
they thought they could use to ad- 
vantage. Our Glasgow agent immedi- 
ately made request for several hundred, 
while from one of the others we re- 
ceived a letter saying we ‘‘ might send 
on a dozen,” while from another in far 
off Christiania came the discouraging 
information, ‘‘I do not think it suit- 
able to send the mentioned books to 
the customers in Christiania, such ar- 
rangements often causing the opposite 
of that for which intended.” Now, 
what do you suppose would have hap- 
pened if we had forwarded them? Do 
you think the falling off in the demand 
for our flours would have been im- 
mediate or gradual, as the beauty of 
the books became more familiar to the 
eye? Such ideas as are advanced by 
these unbelievers are difficult to believe 
or follow by us fellows, who like to be- 
lieve we are in the ‘‘ push,” and the 
climax, as the result of such a policy, 
is as hard to conjecture as that of 
Frank Stockton’s ‘* The Lady or the 
Tiger,” 





WITH ENGLISH ADVERTISERS, 
By T. B. Russell. 
Lonpon, April 19, 1893. 

It is an interesting aspect of adver- 
tising to note how one thing will help 
another. Many advertisers of one arti- 
cle build up quite a demand for other 
articles on the sale of the one line spe- 
cifically announced. Sometimes the 
bye-articles are not mentioned in the 
regular advertisement at all; in other 
instances a corner of the main an- 
nouncement is kept for the bye-an- 
nouncement, as Mr. Beecham has 
lately done with his tooth paste. I do 
not suppose that any one else, not 
being an advertiser on the Beecham 
scale, could have built up for this arti- 
cle, excellent as it is, the sale it enjoys, 
with so small an investment. It is 
helped by the pill business. Perhaps 


the happiest instance of this bye- 
advertising is that done by the ‘Titan 


Soap Company. ‘Titan Soap is a wash- 
tub soap—cheap, rough soap, in big 
cakes. ‘This is the main staple product 
of the company. On this is fathered 
“Titania” Toilet Soap. Is not that 
charmingly felicitous? A _ daintier 
name for a feminine sort of article like 
an elegantly scented soap for the toilet 
than that of Titania, the fairy queen in 
‘*Midsummer Night’s Dream,” could 
not be found, and the ingenious con- 
nection of the two names (really quite 
distinct till now) impresses the new 
article instantaneously and indelibly on 
the memory. The title alone is an ad- 
vertisement. But in many other in- 
stances small articles (so to call them) 
derive a sale from a connection with 
larger ones, by mere association. A 
circular of the bye-article is enclosed 
with packages of the regular goods, 
and a sale is built up, by this alone, 
which is, of course, highly lucrative. 
There is no way that circulars can be 
put out to the same advantage, provid- 
ing you don’t overdo it. Ido not think 
tke reason of this is difficult to trace. 
Assuming the principal article to be a 
good and an honest one, it is a sort of 
testimonial to the seller of it. The 
purchaser easily convinces himself that 
another class of merchandise from the 
same source will be probably of com- 
parable worthiness. He is already 
your customer ; you are in the position 
of a salesman at the counter, who can 
much more readily sell you something 
more than what you at first supposed 
to comprehend your entire need than, 
for instance, a traveler calling at your 
door could. The principle is well un- 
derstood ; so well, in fact, that in some 
lines of business the article chiefly ad- 
vertised is one that only just pays for 
running, profit being looked for in the 
sale of superior qualities, of which the 
advantages are made known when the 
demand for the cheaper one takes ef- 
fect. Nearly every large advertiser has 
bye-lines of one kind or another, and 
they undoubtedly offer a source of in- 
come not to be neglected. 
* x * # # 

But if advertised goods help one an- 
other, how much more do publications 
of the same proprietorship! It is al- 
ways a ticklish thing to start a news- 
paper or weekly or monthly magazine ; 
but if you own one that 1s a success 
you can nearly always build up a sale 
for others. Look at the Harper and 
-Frank Leslie groups in America, and 
the Pearson, Answers and 7it-Bits 












aggregations, with the system of relig- 
ious publications gotten up by the 
Sunday School Union, the Keligious 
Tract Society and Mr. John Lobb here. 
A group of papers like any of these 
will advertise each other, almost with- 
out dependence on outside publicity. 
* * x % % 

There is great virtue in a good bor- 
der, judiciously used—used, I mean, 
so as to give individuality to the adver- 
tisement or series of advertisements to 
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which it belongs, as well as to ** throw 
them up” on the page wherein they 
appear. The Victor Bicycle border I 
take to be the best thing of the kind 
ever designed ; but it is run very close 
by this arrangement of cones, employed 
by the vendors of ‘‘ Calista” (a grippe 


MANU 
a 


Designed by 
E. Pugh, London. 
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cure) in England. The Victor border 
(largely used, as PRINTERS’ INK has 
already pointed out, by Hudson's Soap 
in England) has a great advantage in 
that it is capable of being prolonged 
to any extent, whereas the cone border 
would have to be drawn anew for every 
alteration in the proportion of its 
sides. The secrets of a good border 
are boldness, neatness and repetition ; 
and I think the best results are ob- 
tained where some famniliar object is 
drawn to a small scale and repeated, 
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as in the case of Messrs. Reeves’ bor- 
der of artists’ palettes, here repro- 
duced. 





PRINTERS’ INK. 





581 


The border of heel-plates, tips, awls, 
nails, thread and pinchers, for a shoe- 
maker’s advertisement (also shown 
here) is perhaps a little Zoo clever, and 
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it well illustrates the need for simplicity 
as a first requirement in a good bor- 
der. It isn't simple enough. 
* % % * % 

The bill posters have been having a 
great time of it in Paris lately. ‘The 
municipal elections are just over, and 
this means a tremendous rush of busi- 
ness in this sort of advertising. There 
is a queer law which compels advertis- 
ers to use colored wall posters exclu- 
sively. Only the Republique Fran- 
caise and the municipalities may use 
white. Some amusing anecdotes of 
the election have been appearing in the 
London Daily News, from which I 
gathered the following particulars: 
‘* The walls are covered with the pro- 
fessions of faith, in all hues and tints, 
of candidates for the town council, the 
government alone having the right to 
stick white bills. Eighteen hundred 
bill-stickers have been at work night 
and day. ‘They only take snatches of 
rest in the offices of bill-sticking con- 
tractors, where they throw themselves 
to sleep awhile on piles of placards. 
They start out in shifts of six or seven, 
and before they come back placard 
from 250 to 300 bills, trying wherever 
they can to cover over the bills of hos- 
tile candidates, Each member of each 
shift earns 5f. for every 250 that he 
sticks. He makes, during the war of 
placards, which lasts three weeks, 
about 25f. a day and night. The paste 
pot with which he is supplied contains 
44lbs., enough to stick 1,000 bills, the 
weight of which is glbs. One of the 
gang carries a ladder. There are 600 
candidates, for each of which about 
15,000 bills are stuck. This uses up 
g.000,000 of them and 180,000 kilos of 
paste. Besides this placarding each 
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candidate sends round to the electors 
in addressed envelopes a profession of 
faith and voting tickets, Nineteen 
hundred persons at 3f. a day are en- 
gaged in writing the addresses.” 

% * * * a 


On the day of the poll the Paris cor- 
respondent of the Daily News, who, 
by the way, isa woman—Mrs, Craw- 
ford—wrote : ‘* The weather being de- 
lightful, most of the voting for town 
councilors was got through early in 
the day. Bill-stickers were busier this 
morning than at any time during the 
week, posting summaries of electoral 
addresses and words of warning 
against mendacious attacks made at 
the last hour. The wall round the 
house of Mile. Dosne, where M. Thiers 
used to live, was defended from bill- 
stickers by her concierge and men- 
servants, but they were not enough for 
the assailants. ‘The latter were always 
finding means to placard an address, 
which was almost directly torn off, to 
the great amusement of the small boys 
gathered to witness the fun. The low 
wall topped by a high railing has been 
mopped 39 times in the course of the 
week by Mademoiselle Dosne’s orders, 
to clear off the addresses, which strike 
her as frightful eyesores. No return 
has as yet been made of the polls.” 

# # * ” * 

The editor of a London paper re- 
cently took readers into his confidence 
by offering a considerable prize for the 
best suggestion calculated to improve 
his paper. He offered, in short, a 
year’s income to the man who gave the 
best advice—the equivalent, that is, of 
the man’s own income for twelve 
months. [Incidentally, a promise had 
to be published afterwards that the 
amount of the winner’s income, who- 
ever he might be, should be kept se- 
cret, which looks as if some of the 
competitors had the income tax com- 
missioner in awe]. The adopted sug- 
guestion is not yet made known, but 
statistics of the rejected have been pub- 
lished, and it is interesting to note that 
several hundreds of aspirants strongly 
recommended ‘‘ More pages of adver- 
tisements.” Who says there is a 
prejudice against the craft now ? 

* ea * x * 

A new stock company, which is 
being promoted here to take up the 
sale of a wine and liquor called ‘t Mar- 
za,” with certain allied products, offers 
an inducement of a rather novel kind 
to subscribers for shares, in the shape 
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of a liberal donation in wine and liquor. 
The shares are £2, and the happy in- 
vestor gets, in addition to the large 
profits always made (on paper) by new 
companies, a stock of eight bottles of 
wine and one of liquor for every share 
he takes. Itis fair to say that these 
are stated to be ‘‘ presented gratis” by 
the founders, or some one might be 
tempted to suggest that either the wine, 
etc., couldn’t be very good if you got 
the wine bottles for £2 with the share 
thrown in, or that the share couldn’t 
be very promising if you got ‘that for 
the £2, with the other delicacies thrown 
in. However, the prospectus is very 
clear on the latter point : 

Estimating that the sales will, in a short 
space of time, amount to 500,000 bottles per 
annum, and after making a liberal allowance 
for every outlay, including a large margin fcr 
advertising, and reckoning the net profit at a 
minimum of 6d, per bottle only, there would 
remain a profit of no less than £12,500 per 
annum, equal to 25 per cent. upon the present 
issue, 

However, I have no call to discuss 
the nature of the concern as a concern; 
the interesting feature of the prospec- 
tus lies in the bonus of goods offered 
with the shares—an entirely new feat- 
ure in company advertising, and one 
which I should hardly have thought 
likely to inspire enthusiasm among in- 
vestors. Of course, the thing is an ob- 
vious bid for the patronage of the 
numerous people who are always after 
‘* snaps ’—something for nothing. 


——_~+->———___ 
AN ADVERTISING EXPERIMENT 
ON A SMALL SCALE. 


By Fohn Z. Rogers. 

I notice that a correspondent in last 
week’s PRINTERS’ INK invites commu- 
nications from persons who have ad- 
vertised ina small way and made it 
pay. The experience of a dealer 
whose shop is in the neighbor- 
hood of my home may give the sort of 
information desired. I first chanced 
upon his establishment—a small but 
model delicatessen store—when puz- 
zling over the family marketing. I 
was most agreeably surprised at the 
quality, variety and low prices of his 
stock, which included all sorts of canned 
goods, cold meats, cheeses, dairy prod- 
ucts, etc. If people generally knew 
what they could get here, I was con- 
vinced his business would be largely 
increased. 

** Why don’t you advertise ?” I asked 
him. 

Like some other benighted individu- 

















als, he didn’t believe in advertising, 
but I urged him, and he finally con- 
sented to adopt my suggestions. I 
didn’t advise him to go into Comfort 
nor the Ladies’ Home Journal, but 
assuming there were many people in 
the vicinity who knew nothing of the 
store, nor of the possibilities of deli- 
catessen stores in general, I wrote copy 
for 1,000 circulars, addressed to that 
ubiquitous person, ‘* The Lady of the 
House.” 

These were carefully distributed in 
the neighborhood. ‘The burden of my 
song was a partial list of articles kept 
and their good quality. The circular 
began with: 

** When it is too hot to cook, 
know what to prepare, iry —— 

The effect of the circulars was soon 
apparent, although it was midsummer 
and trade in general was very quiet. 

Later, we followed the first lot of 
circulars by another batch, addressed 
this time to ‘*‘ The Head of the Fam- 
ily.” ‘This circular was much like the 
first, except that it began with : 

“When you get home late, after the mar- 
kets are closed, or when you wish a nice cold 
lunch, try ad 

These also bore fruit, almost as 
heavy a crop as the first lot, especially 
as the men were heavier purchasers 
than the women. 

The delicatessen business prospered, 
and in a little time my client inserted 
a small advertisement in a daily paper, 
from which he got returns, although not 
to a remarkable extent, as there are 
scores of similar stores in the city. He 
now has a larger place than formerly, 
and is a firm believer in advertising. 
He looks at his new store and larger 
stock and smiles as he says: ‘* Adver- 
tising done it.” 

There are a great many small retail- 
ers who do not advertise, but who 
might do so profitably. Many believe 
in advertising, but think their business 
is too small and their capital too lim- 
ited to allow them to start out. It is 
a singular fact that, while many small 
retailers in the boot and shoe, grocery, 
dry goods and similar lines, in places of 
from five to one hundred thousand 
population, advertise in the local pa- 
pers, dealers who do a similar amount 
of business in the large cities of the 
country do no advertising. The space 
of the large dailies is taken up by the 
large dealers entirely. Yet the corner 
grocery, meat market, drug and dry 
goods stores, which are away from the 
principal streets of the big cities, have 


or you don’t 
” 
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to exist. They do exist, but if they 
advertised their existence would prob- 
ably be made happier and more ex- 
tended. These stores cannot expect 
much trade except from their immedi- 
ate vicinity, naturally; yet it does not 
follow that a family is bound to trade 
with the nearest dealer. I know many 
people who go blocks out of their way 
and pass other similiar stores, in order 
to trade with a certain retailer, Oth- 
ers will do the same if they can get 
either better goods, lower prices, or 
better service, and here is a field for 
the small advertiser. 

It may be hard for a dealer in sta- 
ples to compose an interesting adver- 
tisement. He should try to have the 
matter timely, and he can do this by 
advertising the right thing at the right 
season. For instance, canned goods, 
Just as fresh vegetables have gone out 
of season, when, for instance, straw- 
berries are about coming into season, a 
short announcement that ‘* Smith’s will 
be headquarters for strawberries dur- 
ing the season,” or something to this 
effect, might induce a new customer to 
buy his first box at Smith’s, and after- 
ward become a regular patron. 

Many new brands of articles, espe- 
cially of prepared foods, are being put 
on the market, and well advertised to 
reach the eye of the customer, A no- 
tice to the effect that ‘‘ Smith keeps 
Cottolene,” or something, would prob- 
ably be beneficial. 

In this connection I recall a small 
dry goods dealer at Broadway and 
Gates avenue, Brooklyn, named Miller, 
who uses lots of circulars on the 
timely order—Summer underwear in 
the Spring, heavy underwear in Octo- 
ber, etc. 

Many a time my better half has 
made a remark to me like this: ** Well, 
the children need heavy stockings now, 
and as Miller has sent us a circular ad- 
vertising them, suppose you step in 
there on the way home.” 

In this way Miller suggests the idea, 
not of buying of him alone, but of the 
need of the article as well, and gets 
double benefit. We begin to value 
Miller’s opinion. 

Grocers and other retailers can doas 
Miller does, It won’t cost much, and 
if they do it right they soon can use 
space in the big newspapers. 





‘*ONE good advertisement in the 
hand is worth one thousand in the 
waste-basket.” 
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TO REDUCE THE RATES OF LEGAL 
ADVERTISING, 
From the Cincinnati (O.) Tribune. 

‘There is considerable interest being mani- 
fested among the clerks and attaches of the 
Sheriff's office over the proposed bill to re- 
duce the rate of the legal notices eman: iting 
in Sheriffs’ offices, as allowed by the law at 
present. The bill passed the House last 
week and will be taken up by the Senate 
shortly, and proposes making the following 
reduction: The rate now allowed newspapers 
for legal noticesis $1 per square for the first in- 
sertion and fifty cents for each following. ‘I his 
bill proposes to reduce the price to fifty cents 
per square for the first insertion and twenty-five 
cents for each following—a price that none 
but country papers of unknown circulation 
will take the printing for. It also proposes to 
require all sheriffs to pay for their printing 
out of their own pockets. For this reason 
alone it is receiving vigorous opposition all 
over the State, All county sheriffs in the en- 
tire State are paid by fees except the Sheriff 
of Hamilton County, and out of these fees 
the proposed bill demands of them to pay for 
all the printing incidentals, and not to pay for 
it out of the county treasury. 

Deputy Cormany, in speaking of the bill to 
a Tribune reporter, said that it was an un- 
just one, and that the requirements of the law 
in Hamilton County could not be fulfilled by 
its passage. At the proposed rate for legal 
advertising none of the daily papers would 
take the work, which is one of the demands of 
the law. 
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Unaccountable Change in Public 
Taste.—Editor of Pudge: 1 don't see why 
our paper doesn't sell as well as i: used to. 

Publisher—No more do I. Are the jokes 
different from what we used to print ? 

Editor—No, indeed, They’re identically 
the same.—Li/v. 


* And now, parson,” said the edi- 
tor, * will you "ask a blessing before we 
dine?’’ ‘*Good Lord,’ said the parson, 
“have mercy upon this man and open his eyes 
that he may see and understand that greens 
are not greens without bacon, and that grace 
without grits is dead !’’"— Atlanta Constitu- 
tion. 








Classified Advertisements. 
Advertisements under this head, two lines or 


more, without display, 25 cents a line. Must 
be handed in one week in advance. 
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A= —- advertising 1 in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 


\ HO wants a brig ht speci gore New York corre- 
eo eck cae of fashion and 
Price 1 a, MAN CORRESPOND- 


EN T care Printers’ Ink. 


PRACTICAL newspaper man wishes position 

as editor of py > ll ne —C expe rienced 
in all branches. Add Ww i H.,’ Poi Fair- 
mount Ave., Philadelphia, Pe: 


y ANTED—Newspaper advertising solicitors 

to handle a profitable side line that will 
also help to get business in their regular work. 
Address Box 623, Columbus, Ohio. 


Wis —We will pay #15 for a name for a 

h-grade flour and a short, well-written 

Me ot ame Will 
8. EWART & CO., 





l pay | #3 for peach ad we use. 
ittsburgh, Pa 


PRINTERS’ 


iNK, 


W ANTED—Orders—We set type, furnish 

and print ; stories, departments, misce lany 
for ding ; modern presses ; lowest prices. 

UNION P°T’G CO., 15 Vandewater 8t., New York. 


)} NERGETIC LADY, educated in medicine, edi- 
‘4 torial writing, Freach, shorthand and house- 

oe ing —- immediately useful position 
r West. “ SUP’T,” 12) Tremont St., Boston, 


porn OR MANAGER—A__ competent 
rinter, with 12 years’ experience, “on peed 
ASS 


ob office. Address, stating salary, “MAC,” care 
rinters’ Ink 


I ELP! Too much work! Wanted, capable 

assistant as foreman, to take small financial 
ers and job office 
LISHER,” care 


{ob ion as foreman or manager of a first-c 
10 
> 


interest. Salary. Two news 
in Vermont. Address “ PU 
Printers’ Ink. 


\ JANT ADVERTISEMENTS in PRINTERS’ INK 

under this head, C3 lines (twenty-five 
words) or less, will serted one time for one 
dollar. For a gaitional * space, or continued in- 
aaa the rate is 25 cents a line each issue 


war ED—By a man of ideas and experience, 

a position with firm or corporation as ad- 
eo manager and writer. Highest refer- 
lary expected, $2,000 a year. Address 





“ MODERN 3 ETHODS,” care of Printers’ Ink. 
yeaah advertisement writer and 
4 nager wants position. Six years’ expe- 


rience > with a large a gag dry goods house ; 
formerly on the Press. Best dis splay and read- 
ing style. Address “ WORKER,” care Printers’ 


MAS, of 27, now drawing $25 weekly as edito- 
rial and advertising manager for large 
mercantile establishment—a practical printer— 
wishes to change to asituation with more money 
or z= prospects. “ ABILITY,” care of Print- 
ers’ Ink 
(oupmnran tig souvenir, made of 
/ silk in colors. Answers for book mark or 
badge. Bears the State arms of each State sep- 
arately. Agents wanted everywhere on globe. 
Price, 25 ¢ ROBERT SNEIDER, 145 Fulton 
St., New York. 


ny 3x4 0( for the best IDEA from which we 

25. can make _busioomne sketches rela- 
R2 to our beer pumps. $5.00 for any that we 
use. Our catalogue, with full information and 
samples of former sketches, sent on application. 
THE BISHOP & BABCC IC Kk CO., Cleveland, Ohio. 


YOUNG MAN of ne newspaper experience, at 
“\ present en ed in the business department 
of one of the leading dailies, desires a situation 
witha paper in small city, where energy, 
nuabition and integrity will insure advancement. 
Highest references. Address ‘‘ EXPERIENCE,” 
P. O. Box 1592, Phila. 


N experienced advertising solicitor and man- 
P er desires a position. Now managing the 
advertising department of one of the OLDEST, 
LARGEST and ESTABLISHED illustrated weeklies 
published. Owing to a change of its manage- 
ment and locality, will be open for negotiations 
on a lary and commission basis. Experience, 
character and references all unexceptional and 
ee Address “ ILLUSTRATED PERI- 

DICAL,” care Printers’ Ink. 


W ANTED—Buyers for “A Mint of Hints,” a 
volume for the advertiser, merchant, print- 
er, designer—any one interested in modern 
rinting and advertising. Nothing so elaborate, 
asty, elegant or practical has er before been 
attempted. Contains over 100 of specimens 
of every class of commercial printing and high- 
grade embossed work ; sound advice and mod- 
ern ideas for ad writers, pointers for Coutgners 
and engravers. Ideas Post-paid 
for $2 GRIFFI TH, OAXTELL & & CADY CO., 
Holyoke, Mass. 





> 


SUPPLIES. 


yan BIBBER’S 
Printers’ Rollers. 


L®’E"s INKS are the best. New York. 





66 PEERLESS” CARBON BLACK. 
For fine Inks- ‘unequalled—Pittsburg. 


INC et. ETCHING. BRUCE & COOK, 190 
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ray TYPE from BRUCE’S NEW YORK TYPE 
FOUNDRY, 13 Chambers S8t., New York. 
Best and cheapest. Get their prices before 
purchasing. 
6 bee PAPER is urtnted with ink manufac 
ured by the W. D, WILSON PRINTING INK 
CO., L’t’d, 10 ~ ns St.. New York. Special prices 
to cash buyers. 


YAPER DEALERS—M, Plummer & Co., 161 

William St., N. Y., sell every kind of paper 

used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink 





ADVERTISEMENT CONSTRUCTORS. 


TRL Sh ,” very catchy, $1. JED SCARBORO, 
Box 63, Station W, Brook Brooklyn. 


DS of all kinds, primers, } pamphlets and cata- 
ogues prepared in original, effective forms. 
iiustrations made and entire charge of mechan- 
ical work assumed if desired Address JOHN Z, 
ROGERS, 769 Monroe St., Brooklyn. 


p= more brains and less space. Not neces- 

rily your own brains—mine are for rent. 
They’ re probably no better than yours, but 
they’ve been trained in this one line. Trained so 
they do the ys ~ easily and well. A sample se- 
ries of 4 ads for #2 10 for ‘. CHARLES A. 
BATES, Indianapolis. 





ILLUSTRATORS AND ILLUSTRATIONS. 


NATCHY designs drawn for sheers iy 
/ poses by ARTHUR MEYER 74th Si 


[RADE marks, monograms, headings, heraldic 
designs. ROB’T SNEYDER, 145 Fulton St , N.Y. 


I ANDSOME ILLUSTRATIONS for papers Cat- 
alogue, 25c. AM. ILLUS. CO., Newark, N. J. 


ADVERTISING NOVELTIES. 
Wwe make metal goods, and have a small 
specialty that makes a clever advertising 
method, and A would like to show it to large 
advertisers. H. D. PHELPS, Ansonia, Ct. 


Ce for advertising purposes, by the hun- 

dred or thousand ; paper-weight clocks with 
advertisement on dial. Address SETH THOMAS 
CLOCK CO., 49 Maiden Lane, New York. 


jrok the purpose of inviting announcements 
of Advertising ale sing eey to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under’ this head once for 


one dollar. Cash with order, More or con- 
tinued insertions 25 cents a line each issue. 
— teh 








ADDRESSES AND ADDRESSING. 


1* you wish to buy lists of names, advertise for 
them in Printers’ Ink. 


hag ou wish to sell lists of names, advertise 
them in Printers’ Ink. 


1 99 MARYLAND Teachers’ N. and A. for 

one dollar. 13,333 Maryland Farm- 
ers’ Names and Addresses for $3. All fresh 
L. E. PRICE, N. P., Damascus, Maryland. 


NEWLY-COMPILED LIST of 22,000 paver 
tisers, with their commercial rating, for # 
for fuller information, address PUB Fi SHERS 
COMMERCIAL UNION, Evening Post Building, 
Chicago, Ill 
pao who have facilities for belaging ad- 
isers and consumers into contact through 
lists of names and resses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. More space or 
continued insertions 25 cents a line each issue. 
7o — 
FOR SALE. 
NAZETTE ADVER’T RECORD—For pogers, #1 
¥ Testimonials. GAZETTE, Bedford, Pa. 
I ANDSOME ILLUSTRATIONS for papers. Cat- 
alogue, 25c. AM. ILLUS. CO., Newark, N. J. 
a ty TYPE SETTING MACHINE 
PLANT for sale, cheap, with all _—— 
Address “ C. W. P.,”’ care Printers’ In 
yok ering $90 p interest in country week! 


clearing News.” month. vag too much 
other work, “N ” Evanston, Wyo. 





Fos s SALE—One Excelsior cutting machine 

and fixin -an assortment of qn valopes, 
knives and punches. Address “STATI ONER,” 
Printers’ Ink. 


OR SALE—First-class > printing office and 
only boek bindery n ¢ ity of 30,000. All 
uipments first-class. P Add 

OOK BINDERY,” care of ‘Printers’ Ink, 


OR SALE~—A three-revolution Hoe press and 
Stonemets folder attached, in good workin 
order, yo in daily operation; size of bed 
414 x28 Will be sold very cheap. Address 
™ ic * Printers’ Ink. 


POR, ‘SALE—A smart, art, pushing. wide-awake cir- 
culation and advert: ing manager has a rare 
chance to buy one-half interest in in the leading 
mi mee of the South. For particulars address 

“$s ,” American Press Co., Baltimore, Md. 
\ any MOUNTAINS For sale or to let, a 
handsome, roomy, attractive summer resi- 
dence and farm; fully furnished and_ stocked. 

For illustrated descriptive yer ad ort Rew 
w 


ticulars, address “ G. P. R.,” O. Box 672 
York. 
{OR SALE—An established, tg Ds ay +4 
catalogue business. Easily m ed. As 


a and safe as any business can a nexpen- 
sive torun. Profits fair and sure Will 
inspection. Cash inet $10,000. Address 
Box 142, Niagara Fall 








ADVER TISING AGENCIES. 


¥ -— wish to advertise an: vent E anyone 
time, write to the GEO. 
ADVERI ISING CO., 10 Spruce 8t., New York, 
—- +> ES 
PREMIUMS. 
I OOKS FOR PREMIUMS—If you want to use 
books we - 8 ey. Pe at lowest prices. 
Address J. 8. OGILV 257 Rose St., New York. 
NEW illustrated catalogue of the best premi- 
i oe malty toy pers and manufacturers now 
read d for it and get new business. HO 
BOO. COMP ANY, 142 & 144 Worth St., New York. 





MISCELLA I 


7 AN BIBBER’S 
Printers’ Rollers 


I EVEY’S INKS are the best. New York. 
4 





YEOUS. 


I IPANS TABULES : best Uy family medi- 
cine ever offered to the public 


E NGRAVED wedding and visiting wet copper 
4plate printing. R.SNEIDER,145 Fulton § tN. 


JAPER DEALERS-—M. Plummer & Co., 161 
William St., N. Y., sell every kind of paper 

y printers and publishers - lowest prices, 

Full line quality of Printers’ Ink 


“eé oo i” positively cures excessive per- 
spiration of the feet or armpits, without 
injury. rice 0c. by mail. Send for testimoni- 
als. B. V. LUDLUM & CO., Swanton, Ohio. 
[TH new “HANDY BINDER” for PRINTERS’ 
INK is an admirable device for the preserva- 
tion of your copies of PRINTERS’ INK and is 
very neat and serviceable. We will send it, Dost 











paid, on receipt of 60c., the cost of the “ Binder.’ 
Address PRINTERS’ INK, 10 Spruce St., N. Y. 


Tre the readers of “ Printers’ Ink” Ay og have 
not already received it, a conz of the Mag. 
nificent Catalogue of ‘‘ KELLOG( LISTS” will 
be sent free upon a koe en gee This book con- 
tains nearly One Hundred -full-page Illustra- 
tions representing fac-similes, in colors, of 
some of the le vga articles advertised in those 
celebrated lis' A. N. KELLOGG NEWSPAPER 
COMPANY, 07 tribune Building, New York 

> 


ADVERTISING MEDIA, 
Q EATTLE TELEGRAPH 
N 


TERPRISE, Brockton, Mass. Circ. 7,000 


LBANY, N. Y., TIMES-UNION, every even- 
d ing, and WEEKLY TIMES reach everybody. 
Larges: circulation. Favorite "Home paper, 


$1 5( For 5 lines 26 days ; 6 days, 50 cts. EN- 
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$1 WILL PAY for a 5-line advertisement 4 
D eve nennos a L reulation Illinois newspa- 

rs, gine c Uw on r wee 
‘or catalogue, a Wy. ToCRRETON, Sent 


10 2 St., New yorkes 


‘NOLUMBUS, Central, Southern, and Southeast- 
ern Ohio offer a rich field for advertisers. 
THE OHIO STATE a Fae 12,500 ; 
17,000, and Weekly, 23,000—cover the 
1 leading advertisers use it. 


V TISCONSIN AGRICULTURIST, Racine, wis. 
circulation over 30,000, pro ‘oved by P.’O. 
ceipts. Asverrang, only 20 cents a line. World's 8 
Fair office 215 Dearborn St., Room 1101, Chicago 

New York Et, 198 Times Building. 


T= JUDICIOUS ADVERTISER alvere cocks 
to attract the attention of the 
using the SPOKANE CH ONICLE. ‘the 
of rm Washington’ 4 
his result is effected. It 
to keep everlastingly at it in a paper whic h 
everybody reads. Rates ates quoted upon application. 


Page N. H., May 1, 189: 1893.—I, John J. Lame, 
wt of the Daily News and Satu pies 
do make oath and sa me S that I printec 
éwenty-one thousand one hun 
(21,120) copies of a — = Hetore 1 Banner for 
April, JOHN fore =, 3 True 
ompson. pa AY ww the le an 
rates for the eaking. STAR SPANGLED BAN. 
NER, Lakeport. 


\UASSIFIED ’ ADVERTISEMENTS in PRINTERS’ 
/ Ink begin with a two-line letter, but have no 
other —- y. Under headings of Advertising 
Media, 8 — Miscellaneous and For Sale, 
Wants, B Po wing and Dates. Ad- 
vertisi: Novelties, Addresses and Addressing, 
Illustrators and illustrations a! and Advertisement 
Constructors, 4 lines (25 words or less) will be in- 
serted once or two lines (12 words i less) twice 
for one dollar if the cash accompanies the order. 
—— space or insertions charged 25 cents 
e each issue. 





LEADING AMERICAN NEWS- 
PAPERS. 





LATEST INFORMATION COMPILED FROM 
THE TWENTY-FIFTH ANNUAL EDI- 
TION OF THE AMERICAN 
NEWSPAPER DIRECTORY, 
ISSUED APRIL, 1893. 


PRINTERS’ INK has taken occasion to 
carefully sift information to be gleaned 
from the new edition of the American 
Newspaper Directory for 1893. From 
it it has been possible to gather facts * 
of interest and money value to adver- 
tisers who seek information about 
newspapers and to newspaper men 
who seek the patronage of advertisers. 


The following advertisements are speci- toan 


men facts : 
ARKANSAS. 

NCUA —A weekly, pub- 
ua eet fib roe yt ty circulation 
rati es accord A organ of the colored 
pu blished in Arkan: 


PRINTERS’ INK, 





Arkansas Methodist: te""xsc: 


at Churel h, 
South, is Teen aited Rabe nave ae that exceeds 
the sum total of the ratings accorded to the ten 
other religious periodicals issued in the State. 
CALIFORNIA, 
OUR WOME, San Francisco—Is given an av- 
erage a issue of 26,339, by far the largest 
of any monthly in California. 


LEAPVILLE HER ALD-DEMOC RAT—Is 
given a higher circulation rating than any 
other daily in Colorado outside of Denver. 

CONNECTICUT. 

ENQUIRER—In Litchfield County, Connecti- 
cut, the Enquirer, a weekly paper published at 
Litchfield, is accorded the largest circulation 
rating, by far, of any paper in the county. 

DELAWARE. 

INDEX —In Kent County, Delaware (pop, 
32,664), the Index, a weekly paper published at 
Dover, is accorded much the | st circula- 
tion, issuing an average edition of 1,455 copies. 


ILLINOIS. 


ational Harness Review, a monthly pub- 
lieked at Chicago, has the circulation 
rating accorded to any pase in the U. 8. pub- 
lished in the interest of the harness trade. 

Rights of Labor, Chicago—Of the dozen papers in 
the country devoted to the interest of the Knights 
of Labor, this weekly is accorded a larger circu- 
lation rating than any other, with one exception. 


In Champaign County, Illinois (pop. 42,159), 
the largest Sevaletion rating is acco ed to the 
Jhompaien County News, a weekly, pub- 
lished at Champaign, its edition being 600 
copies, guaranteed by the Directory. 

INDIANA. 


FORT WAYNE SENTINEL—Has the 
highest circulation ony to any daily 
in Indiana outside of Indiana Ind 


by Indianapelia News ¢ News conditions payment 
1 r circulation than any other three 
dailies Indianacombined. Average over 30,000. 


American Nonconformist: !ss«4 «t 


apolis, has a higher circulation rating than is 
accorded to any oe * tiara in Indiana. 


T Ss a ae County, Iowa 
(pop. 17 Ts" ay ‘largest 
circulation _ is accorded to THE PRESS, a 
weokiy pape J lished at Manchest~r,an aver- 
ition of 1,896 Pees —_ hteed by 
the American Newspaper 
KANSAS, 


TOPEKA ore Aas — Official State 
paper n- er — 
he largest weekly cireulation 1 rating in Ki 
KENTUCKY. 
In Fayette County, Restusky (pop 35,698), the 
st circulation rati is accorded to the 
ENTUCKY STOCK FARM, a live-stock 
pc published at Lexington. 
MANITOBA. 
WESTERN WORLD, Winni , Mani 
an illustrated monthly publication’ donemed Os 
real estate and imm tion interests, is ac- 
corded a higher circulation than any other 
pape per in Canada of its class, and this circula- 
ion rating is exceeded by but four out of 
meant | ae A pepeastions of this class issued in 


MASSACHUSETTS. 
YANKEE BLADE, Boston. 
bli in ts is accredited 





a oF nn circulation rating. 


TEXTILE MFG. WORLD, monthly, Bos- 

ton, has the largest Grcalation rating accorded 

y r in the United States published in 

the interests o? the textile manufacturing indus- 
tries and allied interests. 


Farm-Poult try ‘Boston, | monthly: regular 
circulation reg much h larger than any other 
ublication in Massachusetts devoted specially 
© the livestock interest, or — any other 
Poultry journal in the United Sta’ 














= 































Boston, Heme Market Bulletin, isaccordeda 
regular momsnly issue 100, guaranteed b: — the 
Ory ; 


anteed circulation accorded toany commercial 
or financial paper published in M. 


L fete Fg a French Ca- 
Y a at Pall River, aregular 


nadian week 
issue of 6,95 coples, ponte oA by the Amer- 
a Largest circulation 
ni 


ican Newspaper 
rating accorded to any ch paper in Massa- 


chusetts. 
MICHIGAN. 
. 45,0315, the 


In yee a County, aan, oe {BARD the 
s. 


TNpt NDU STKE 1 Wews” S, a weekly, published 
at Jackson, the county seat, 


Leonard’s Illustrated Medical Journal, 
oe ye questerty at Detroit, has a very much 

igher circulation rating than is accorded to 
any other medical or surgical journal printed 
in Michigan. 





MINNESOTA. 
pero nd West, fe as by. far the 
Get reution nrating 0 evangelical En- 


aor ti the Northwest. 





‘=ameven. 

MEDICAL BRIEP poontiily. St. Lents, has 
a regular issue of ais cons ies, ed by 
American Newspaper Ee tory, a ———- circuls- 
tion than any other medical journal in the world. 


NEBRASKA. 
NEBRASKA FARMER-—Lincoln, Neb., is 


accorded a much — circulation ion raking than 
Tk other agricultura! ral weekly in that Sta‘ 


NEWS In Otoe County, amie 


p pop. weey i largest cir- 
TRE | week! ——_ 
of THE NEWS, tier at pieces 
NEW JERSEY. 


TRUE AMERIOAN —In Mercer County 
ad heap 4 iy oe. yng the largest daily circu- 
e True American, pub- 
ned % Trenton, to 7 jes, guaran’ by 

American Newspaper D rectory. 

NEW YORK. 


UTICA PRESS —Is accorded the highest 
circulation rating of any f any daily in Utica. 


yEWs- In Greene ne County, New York (pop. 
310) , the largest circulation rating is accorded 
the ews, published weekly at Coxsackie, 


“a Cay’ uga County, New York (pop. 5,302), the 
1 ware ulation is accorded to the Au- 
burn Bulletin dally), published at Auburn. 


DAILY STAR—In Queens Gomi New a 
a. 


142,198), no r is acco! 
re than thew edition - ‘the Da Daily 


e weekiy 6¢ 
Star, published at Long Island City. 


New York, CARPENTRY AN Dp BUILD. 
ING, monthly, has the circulation rat- 
in; ed to any arc To / building 
publication | issued in the United S 

POU pt. 18 MONTHLY vanes has a 
larger ing than that accorded to 
-~ one $ of the ournals in New York 
State devoted specially to the poultry interest. 


In Columbia County, New York (pop. 46,172), 
no seteg J paper is accorded a higher Piroulation 
rating t he Gazette, which is the weekly 
edition of the Evening 9 Register published at 

Hudson. The Gazette was established in 1785. 


HERALD sin Herkimer County, New York 
. (pop 608), the largest circu- 
lation rating is x. .' to the Herald, a 
weesly, Bs pas ished a at Dolgeville; a regular 


copies, guaran’ by the 
American: Newspaper Directo tory. 


JEWELERS’ WEEKLY, mttched - New 
York City, a issue of” ok - 
anteed by the mn News 
—— is nearly twice the rating accorded 
other paper in the United States corded 
in’ he interest of the e jewelers’ trade. 


montis puotisned ; VE. EN 145 a Kew York Clr n pant im 


issue 0! by the’. Ph 
Newspaper Directory circulation rat- 


ing accorded to any AL. ical published in the 
Uni railroads. 


ited States in the interest of 





PRINTERS’ INK. 





587 
CON protien eRe SASETTE—* month- 





ly.P published .» New York City, is 
rded a 4. issue iF te, 000 copies, guaran- 
sed by the American weg Directory ; 
= circulation in the a on tes accred- 

O a paper p 
interest. = 





PRINTERS’ IN K--Is one of the—only six- 
teen—weekly papers in New York City the exact 
accuracy of whose circulation ratings the Smee. 
ican Newspaper Direc tees b 00 
forfeit. Its record shows a segue At 
issue of 51,618 copies during the 
1s more than five times the tota: 
corded to all the dozen other 
ze Se United States in the 


Ts. 
ONTARIO, 
GAZETTE —In Lanark Goumty, Ontario ( pop. 
30,129), the largest circulation ra’ ting is acco! 
ed to the Gazette, published weekly at Almonte. 


PENNSYLVANIA. 


PRE has the largest circula 
RES s, that city, viz: 40,964 


Colliery En moon er, monthly, Scranton, Pe 
has the la circulation rating accorded to 

perin ‘America, published in the interest of 
ng. Its circulation is ne is national. 


DISPATCH—In York County. Pennsylvania 

the Dispatch. 4 heme ed at York, the 

county seat, is accorded the largest éaily circula- 

tion rating in the ure: fi lar edition of 

3,682 co, guaranteed the erican News- 
paper Dares tory. 


SOUTH CAROLINA. 


COTTON PLANT, weshiy Cojaebte : 1 Guty 
agricultural paper printed i n South Caro’ 
TENNESSEE, 
TRADESMAN, Chattanooga, semi-monthly, 
is accorded a regular issue of 7,250, guara nteed 
- A the ‘American Newspa) ~{ Directory ; largest 
reulation rating accorded to any commercial 
or financial paper in the South. 


MEMPHIS APPEAL-AVALANCHE— Is 
geen a larger circulation roting for its daily, a 
larger circulation rating for its Sunday and a 
larger circulation pating for its weekly than is 
accorded to any other daily, Sunday or secular 
weekly paper in Tennessee. 

VIRGINIA. 

In Heuston County, Virginia ( 103,394), the 
largest secular wee! Ty circulation: yoo 
eonked to the Dispatch, published at Ric mond. 


interests of adver- 


Pittsburgh 
tion rating of an 


any 








WISCONSIN. 
2 I 
i. WARK ¢ EM ISce NS Bs “is given 


to any other evening daily in Wisconsin. 


The American Newspaper Directory 
having been the recognized authority 
on newspaper statistics for a quarter of 
a century, its circulation ratings natur- 
ally receive consideration from inter- 
ested persons everywhere, and often 
develop value for advertising pur- 
poses, which it would be difficult to 
over-estimate. Advertisements such 
as are printed here are solicited for 
insertion in PRINTERS’ INK, and will 
be given a classification with heading 
and map, as here indicated, subject to 
variation of form and make-up, as the 
space varies. These advertisements 
are inserted at 50 cents a line each 
issue ; $2.00 a line for four weeks; 
$6.50 a line for three months ; $13.00 
a line for six months, or $26.00 a line 
for a year. Advertisement orders 
should be addressed to PRINTERS’ INK, 
No. 10 Spruce street, New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription Price 
Two Dollars a year. Three Dollars a hundred ; 
singlecopies, Five Cents. No back numbers. 





JOHN IRVING ROMER, EDITOR. 


NEW YORK, MAY 10, 





1893. 





DoEs PRINTERS’ INK in its present 
form please you ? 

How can it be improved ? 

To the person who sends the best 
answer to the latter question before 
June 1 we will present a year’s sub- 
scription to any one of the leading 
magazines. 





WE have been obliged of late to re- 
fuse frequent orders for extra copies 
of PRINTERS’ INK, the edition having 
been exhausted. ‘Those who wish for 
extra copies are urged to send orders 
at least a week in advance of the date 
of publication. Advertisers in PRINT- 
ERS’ INK appear to take pleasure in 
pointing out the interesting announce- 
ments which it contains. JI.ess thana 
hundred copies cost 5 cents each, In 
larger lots the price is $3 a hundred. 
For those who wish 500 copies or 
more, an extra edition can, at any 
time, be printed from the plates. 





REMARKABLE ADVERTISEMENTS. 

Under a_ heading of ‘* Leading 
Newspapers ” this issue of PRINTERS’ 
INK contains several columns of short, 
terse advertisements, which well illus- 
trate how much it is sometimes possi- 
ble to say in few words. From the 
State of Indiana three advertisements 
appear, each remarkable in its way, 
and in no conflict with the others. 
Such circulation claims, put forth on 
the authority of a publication much 
relied upon for information of this sort, 
are likely to be weighed and sifted, and 
it will be interesting to observe to 
what extent the accuracy of these ad- 
vertisements will be successfully as- 
sailed. Of course, the publishers of 
the book, quoted as authority, have 
nothing to lose and everything to gain, 
because it will be possible to eliminate 
from future editions every error which 
comes to the surface, 
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JOURNALISM and the literary life are 
topics of unending attractiveness to 
Mr. W. D. Howells. His ‘* Hazard 
of New Fortunes” was a story of the 
establishing of a new paper in New 
York, and his latest work, ‘‘ A World 
of Chance,” relates the experiences of 
a young newspaper man who comes to 
the metropolis to dispose of his manu- 
script novel. After having gone the 
rounds of ali the publishers it is finally 
brought out by the one who was the 
first to reject it. At first the book 
—— to have fallen flat and there is 

no sale for it. But the publisher (who 
is a wide-awake man, much after the 
type of Fulkerson in ‘‘ A Hazard of 
New Fortunes’’) advertises it skilfully, 
with the result that the oft-rejected 
novel becomes the success of the season 
and an edition of nearly 50,000 copies 
is required tosupply the demand. ‘The 
author’s agonies during the period 
that it seems to be a failure are well 
depicted : 

In the absence of any other tokens of public 
acceptance, Ray kept an eager eye out for 
such signs of it as might be detected in the 
book-sellers’ windows and on their sign- 
boards. ‘Ihe placards of other novels flamed 
from their door-jambs, but they seemed to 
know nothing of **A Modern Romeo.” He 
sought his book in vain among those which 
formed the attractions of their casements ; he 
found it with difficulty on their counters, two 
or three rows back, and in remote corners. It 
was like a conspiracy to keep it out of sight ; 
it was not to be seen on the news-stands of the 
great hotels or the elevated stations, and Ray 
visited the principal railway depots without 
detecting a copy. 

He blamed Mr. Brandreth for a lack of 
business energy in all this; he would like to 
see him fulfill some of those boasts of push 
which, when he first heard them, made him 
creep with shame, Mr. Brandreth had once 
proposed a file of sandwich men appealing 
with successive bill-boards : 


HAVE YOU READ 

11, 

‘““A MODERN ROMEO?” 
ml, 

EVERY ONE IS READING 
Iv. 

“A MODERN ROMEO.” 
v. 

WHY? 
vi. 
BECAUSE 

vil. 

*“A MODERN ROMEO” IS 
vill, 


THE GREAT AMERICAN NOVEL. 


Ray had absolutely forbidden this proces- 


sion, but now he would have taken off his hat 
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to it if he could have met it in Union Square 
or in Twenty-third street. 

Mr. Brandreth did not carry out the 
signboard project; he adopted a far 
better style of advertising than that— 
generous announcements in the leading 
dailies. The opportunity presented 
itself when the Sunday AZetropolis 
came out with a flattering review of 
the book. Mr. Brandreth appeared at 
Ray's lodgings with a copy of the no- 
tice early in the morning, and the fol- 
lowing is part of the conversation that 
occurred between publisher and author : 

** Now, I'll tell you what I’m going to do, I 
don’t believe in working on Sunday, and that 
sort of thing; but I believe this is providen- 
tial, My wife does, too; she says it’s a 
reward for the faith we’ve had in the book ; 
and that it would bea sin to lose a moment's 
time, If there is to be any catch-on at all, it 
must be instantaneous; we mustn't let the 
effect of this review get cold, and I’m going 
to strike while it’s red het.” The word 
seemed to suggest the magnitude of the pur- 
pose which Mr. Brandreth expressed with se- 
riousness that befitted the day. “ 1’ 
going to paint the universe red. You'll see 

‘Well, well,”’ said Ray, ‘‘ you'd better not 
tell me how. I guess I’ve got as much as I 
can stand now.” 

““1f that book doesn’t succeed,’’ said Mr. 
Brandreth, as solemnly as if registering a 
vow, ‘*it won't be my fault.” 

The methods adopted by Mr. Brand- 
reth became apparent to Ray the fol- 
lowing morning. 

On the way he bought the leading morning 
papers, and saw that the publisher had re- 
printed long extracts from the Metrofo//s re- 
view as advertisements in the type of the edi- 
torial page; in the Metropolzs itself he re- 
printed the whole review. ‘“‘ This sort of 
thing will be in the principal + og 
Boston, Chicago, Cincinnati and St. Louis 
papers just as soon as the mail can carry 
them my copy. I had thought of tel-graph- 
ing the advertisement, but it will cost money 
enough as it is,” said Mr. Brandreth. 

“Are you sure you're not throwing your 
money away ?’’ Ray asked, somewhat aghast. 

“I’m sure I’m not throwing my chance 
away,”’ the publisher retorted, with gay cour- 
age. He developed the plan of campaign as 
he had conceived it, and Ray listened witha 
kind of nerveless avidity. 

The only criticism that PRINTERS’ 
INK has to make upon ‘‘A World of 
Chance” is that Mr. Howells should 
have made Ray the hero instead of 
Brandreth. According to Mr. Ilow- 
ells’ own statement it was Brandreth 
and his policy of advertising which 
were responsible for the success of 
‘“A Modern Romeo,” It isa pity that 
a man of such sterling business ability 
and sublime faith in advertising should 
have been subordinated to the mere 
author. Apparently some idea of this 
injustice occurred to Mr. Howells, for, 
as if by way of compensation, Ray’s 
offer of marriage is declined with 


m simply 
’ 
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thanks by Brandreth’s ‘‘ young lady 
typewriter,” while Brandreth himself is 
depicted revelling in domestic bliss. 
Next time Mr. Howells writes a news- 
paper story we trust he wiil put the 
advertising man where he belongs—on 
top. 





A CONTEMPORARY condemns as bad 
an advertisement that its user says has 
proved very successful. How can any 
higher standard of judgment be ap- 
plied to an advertisement than that of 
results ? 





HEAvy duties prevent many Ameri- 
can advertisers from entering foreign 
markets. ‘To obviate this objection a 
foreign advertising agency, having 
headquarters in New York, now makes 
a business of putting up proprietary 
goods, according to secret formulas, in 
the countries where they are to be sold. 
The manufacturers ship their products 
there in a crude form, or in a concen- 
trated, and the duties are thus avoided. 
The agency attends to the rest. 

——te 


Advertising Novelties. 


From the Binghamton Paper Match 
Co., Binghamton, -: A novelty in the 
form of matches made of paper. ‘hey are 
furnished in the form of a pocket package of 
twenty each. An advertisement may be 
printed lengthwise on each paper match, 


From the Luvening Press, Grand 
Rapids, Mich. : A small folder, with a feather 
gummed to the front page. ‘his inscription 
accompanies it: ‘‘ Here s something that will 
tickle you.””, The advertising matter is con- 
tained on the two inside pages, 


From Donahoe’s Magazine, Boston : 
A card with a revolving disk, representing the 
combination of a safe. Upon placing the disk 
in a certain position, the name of the maga- 
zine is made to appear. 

From the Wisconsin Agriculturist, 
Racine, Wis.: A book of views of the Colum- 
bian Exposition, Also a memorandum tablet, 
with a space for every day in the year. 


From the Prescott-Powell Ptg. Co., 
30 Vincent st., Cleveland, O.: A card inviting 
orders by telephone, and headed, ** Wire us, 
On opposite ends are sketches of two persons 
talking over a telephone, the line being rep- 
resented by a piece of genuine wire attached 
to the card. 





ee 
Power of the Press.—‘* Why do you 
carry a newspaper in your pocket all the time, 
if you never read it ?” 
“It’s aconvenience on the horse cars, If 
a woman gets on and has to stand, the paper 
enables me not to sec her.""—Harfer’s Bazar. 


A Mistake Somewhere. — Editor : 
You say these jokes are original ? 
_Mr. Chestnuts (a humorous writer)—Yes, 
sir. 
‘“Then you must be a much older man 
than I take you for.”—Z//e. 
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FRANK SEAMAN. 


In Scribner's Magazine for May an 
advertiser may find something unusual. 
Two dozen full-page advertisements 
have a position there by order of an 
advertising agent, who controls patron- 
age because he knows how to make and 
place an advertisement. Every one of 
the twenty-four is good, and still 
every one reflects some portion of the 
individuality of the advertiser, not- 
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truly remarkable exhibit is the an- 
nouncement (the advertisement of the 
agent) which precedes the others. It 


reads well, and this is what it says: 
For several years my interests with the 
Cassell Publishing Company, of New York, 
required that I should take charge of the ad- 
vertising department of Cassell’s magazines. 
It was suggested by some of my customers 
that I should place their advertisements also 
in other publications, while continuing my 
connection with the Cassell Publishing Com- 
pany, and finally that I should spend their 
appropriations in the mediums which, accord- 
ing to my judgment, would yield the best re- 











THREE SPECIMENS OF Mr. SEAMAN’S Work. 


withstanding the influence of his guide. 
One competent to judge will note that 
the less of the former and the more of 
the last named the greater the excel- 
lence and the effectiveness. One or 
two barely escape being bad, because 
the agent was tied by the plaster-cast 
slough of past usage, which the ad- 
vertiser has not been quite willing to 
discard. A remarkable feature of this 


sult, This was the beginning of the general 
business which has since developed legiti- 
mately and satisfactorily to all concerned. 

I do not buy space in mediums as a specula- 
tion, to sell again to customers; I am free to 
suggest —_ those publications which I regard 
as most valuable for the needs of each adver- 
tiser, and I depend upon the character and 
the volume of the business I place to secure 
the lowest rates in all desirable mediums, 

The first requisite of a representative who 
spends his client’s money is absolute honesty 
of purpose, He should choose the mediums 
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which will give the best results to the adver- 
tiser, irrespective of the amount of the com- 
mission to the agent. I give this kind of 
service. My business has been done person- 
ally, after a thorough study of the needs of 
each one of my customers, 

‘Then follow the names of the patrons 
whose announcements come after, and 
finally the statement in the closing 
sentence : 

My relations with the leading magazines 
and the best weeklies and dailies are most 
tavorable, and my facilities are at the disposal 
of advertisers whose goods demand the use of 
mediums of the better class, 

I have never lost a customer. 

With the exception of the artistic 
advertisement of our friend G. Wesley 
Barber, who does the good work for 
which the name of Horace Dodd of 
Boston gets credit, there is hardly an 
advertisement in Scribner's exhibition 
number that would not have been im- 
proved by passing under Seaman's re- 
vision. ‘To some he would have added 
double drawing power without adding 
a penny to the cost. 

——___+or- 
HOW ADVERTISERS’ FINANCIAL 
STANDINGS ARE RATED. 


In no department of commercial life 
are there so many persons of uncertain 
standing attempting to get credit as in 
the business of advertising. This isa 
broad statement to make, but one 
which is borne out by the facts. 

This condition of things has given 
rise to bureaus conducted on lines sim- 
ilar to those of Bradstreet and Dun, 
but which attempt to rate the financial 
standing of advertisers in newspapers 
only. 

The first to enter this field was the 
Publishers’ Commercial Union, 164 
Washington street, Chicago. This 
concern was organized in 1880, its 
principal business being the publishing 
of a book called the ** Advertiser Re- 
porter,” which contains the names of 
22,000 advertisers and advertising 
agents in the United States and Canada, 
with a confidential key to ratings. The 
work is intended solely for publishers, 
who are thus kept informed as to the 
responsibility of persons who apply to 
them for space. Frequent supplements 
are issued, and a weekly paper called 
the Commercial Union. The annual 
subscription is $15, including fifty 
special reports on any desired names. 

Another concern, conducting a busi- 
ness so similar to this as to be fre- 
quently confused with it, is the Ameri- 
can Association, 234 Broadway, New 
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York, which issues a book called the 
‘* American Advertiser Reporter,” con- 
taining a list of 45,000 names. A 
weekly paper of the same name is pub- 
lished, from which quotations have fre- 
quently appeared in PRINTERS’ INK. 
There is also issued a directory of 6,000 
attorneys, in various parts of the coun- 
try, who act as correspondents. Both 
of these concerns conduct collection 
agencies. The American Association 
was established in 1883 and charges 
$20 a year for its service. Its mana- 
ger, Mr. Joseph Frankish, stated to a 
PRINTERS’ INK representative that there 
was a good demand for this sort of in- 
formation from publishers, and as an 
example mentioned the following lead- 
ing New York dailies as being subscrib- 
ers: Tribune, World, Morning Jour- 
nal, Evening Post and Mail and Ex- 
press. 

The object of these agencies is well 
explained in the introductory note of 
the ‘* Advertiser Reporter,” which we 
here quote : 

To act as the advisor and protector of our 
members in the matter cf extending credit to 
their patrons, located at distant points, is a 
delicate role to assume, when it is a known 
fact that there are numbers of irresponsible 
ape seeking oppcrtunities to plunder them 

y obtaining credit for advertising. 

Our members also need our services to pro- 
tect them from the over-sanguine partics 
who, with little or no financial backing, be- 
lieve it to be perfectly legitimate to ask for 
advertising on credit, as they have theorized 
to their own satisfaction that it will bring 
ample return to pay any debts contracted and 
leave a surplus for personal profit. 

Of those belonging to the two classes the 
last-named are the more dangerous, for the 
reason that their enthusiasm is infectious, and 
may lead a member to extend credit where 
the information we could furnish would show 
no basis for it. 

There is still another dangerous class from 
whom our members are liable to suffer, if not 
thoroughly informed at frequentintervals, It 
comprises those who have advertised in a 
small way with some apparent success, and 
who are not satisfied with the slow growth of 
their business and desire to “branch out”’ 
into extensive advertising. 

RE ce 

THE things that people want every 
day, and are looking for, like dry 
goods, can be advertised very plainly ; 
but the ‘‘ extras”—things which peo- 
ple don’t always want, or don’t know 
that they want—must be presented in 
some bright, catchy way, to start with ; 
that is the gay coloring of the ‘* flies ;” 
underneath comes the reasonable con- 
vincing argument—the hook ; it must 
be sharp and strong and honest to 
hook and land the suspicious, head- 
strong public of to-day.— Waterbury 
Co. 
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‘THE ADVERTISER’S SHAKES- 
PEARE.” 


A great crime is in course of perpe- 
tration. Miscreants are seeking to de- 
face one of our national glories. We 
are accustomed to boast, and justly, of 
our literature ; great in many ways, our 
country is greatest in its books. And 
of all those whom Englishmen honor 
for their works, Shakespeare stands 
first and highest. It is at Shakespeare 
that the blow is aimed. ‘The sacred 
text to which scholars have given the 
devotion of a lifetime is to be made the 
sport of Grub street hacks. The lofty 
thoughts which have cheered, inspired 
and elevated generations are to be twist- 
ed and defaced to puff the wares of ad- 
vertising tradesmen. We raise our 
protest at once against this profanation. 
We echo George Eliot’s condemnation 
of such a‘‘debasement of the moral 
currency.” The parodist is a buffoon 
standing where he ought not ; but what 
parody is to the original, advertise- 
ment is to parody. Anthony Irollope 
recorded how the music of a beautiful 
passage in the Master was forever spoil- 
ed for him because he misread ‘‘dam- 
aged” cheek for ‘‘damask.” But now it 
is proposed that all the beauties shall 
be misread. For our young men and 
maidens the stream of so much gracious 
knowledge is to be poisoned at the 
fount ! 

We expose at once the nature of the 
contemplated outrage. By accident 
there recently fell into our hands a cir- 
cular marked “* strictly private and con- 
fidential,” intended apparently, for a 
well-known advertising soapmaker. 
We give this precious document to the 
world verbatim: 

** THE ADVERTISER'S SHAKESPEARE ! 

‘* This is the age of advertisement. 
The man who finds a new method of 
attracting public attention earns the 
gratitude of all commercial men. Such 
a method has been devised by a syndi- 
cate who are about to publish through 
an eminent firm of publishers, ‘ The 
Advertiser’s Shakespeare.’ The scheme 
of the work is, by judicious emenda- 
tions of the text, to include in the body 
of Shakespeare’s plays (which are read 
by thousands annually) advertisements 
of well-known wares. Every one is 
familiar with the sentence, ‘ What say 
you to a piece of beef and mustard ? 
X.’s mustard is the best.— Shakespeare.’ 
We propose to develop and systema- 
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tize this idea ; and we invite tenders for 
the blank spaces in the accompanying 
list of passages. As an example of 
our method, we adduce one or two il- 
lustrations : 
“I, Digestive Preparations, 
Macbeth. Now good digestion wait on appe- 
tite 
And health on bo:h ; and for digestion first 
And good health afterward, there is no 
stu 
Like A’s pepsine. Fall to, now! 
Macserh. 
“Il, Marking Inks. 

Leonato. Oh, she is fallen 

Into a pit of ink that the wide sea 

Hath drops too few to wash her clean again: 

And wonder small—the ink is W’s! 

Mucu Apo Asout Notuinc, 
“TIL. Cocoa. 

Ely. This would drink deep. 

Cantirbury. ’T would drink the cup and 
As if ’twere X.’s cocoa. Henry V. 
“IV. Night Lights, 

Portia, How far Brown’s little night light 

throws his beams! 
So shines a good deed in a naughty world. 
MERCHANT OF VENICE.” 


— The Gentleman's Magazine. 


> 





THE DECLINE OF ‘ DISGUISED” 
ADVERTISEMENTS. 


The printing of advertisements in 
such a form as to pass with laymen as 
pure reading matter, about which so 
much has been said and written, ap- 
pears to be on the decline, at least in 
New York. The New York World, 
for example, has been giving this style 
of advertising less and less attention, 
doubtless due to a falling off in the 
popularity of reading notices. The 
World was one of the first papers 
to print advertisements in this form, 
three stars always being placed at the 
bottom of the article. This advertis- 
ing was in charge of a distinct de- 
partment, called the ‘‘ Reading Notice 
Department.” It employed at one 
time something like a score of people, 
and had men scouring the new South 
and Northwest in search of towns that 
could be written up. 

Another corps of solicitors canvassed 
New York City to secure ‘‘ write-ups” 
of firms. The rates were $1.50 an 
agate line, or $300 a column, and even 
at these prices the Sunday World 
frequently printed many pages of 
‘*three star matter” in one issue. 

Within a year or two the Reading 
Notice Department of the World has 
been paying less and less attention to 
this feature. First, the canvass of 














towns has been dispensed with, and 
recently city canvassing has not brought 
in many results. 

Mr. Sylvestor, who has been in 
charge until recently, expressed his 
opinion to the writer last Winter to the 
effect that the system of ‘‘ write-ups” 
was a fad that was gradually getting to 
be a thing of the past. Mr. Sylvestor 
has recentiy been transferred from the 
Reading Notice Department to the 
management of the Weekly World, 
and last week, in response to the 
writer's query as to the Reading No- 
tice Department, he replied : 

‘* There’s not much left of it.’ 

The action of the Wor/d, in allow- 
ing what was once a profitable depart- 
ment to be practically dispensed with, 
is significant. One of the objections 
raised against it was that it conflicted 
with regular advertising. 

ADVERTISING REAL ESTATE, 

‘By Fohn S. Grev. 

This is a subject on which many 
eminent writers on the art of advertis- 
ing, notably Mr. Charles F. Wingate, 
have already written in PRINTERS’ INK, 
and in now adding to the literature, it 
is not so much with the idea that the 
topic has been insufficiently written up, 
as that I believe I have some new 
ideas on the matter to offer. 

Real estate is a totally different busi- 
ness from any other, not merely in its 
nature, but in the way it should be ad- 
vertised. The first thing to remember 
is that while not one person in fifty is 
able to be seriously interested in it— 
not having the wherewithal to buy—it is 
still far more to the purpose to adver- 
tise to the multitude now—in the days 
of easy installment payments—than it 
was years ago before that system was 
inaugurated. 

At one time it was impossible for 
any poor workingman to buy land and 
build a home for himself, but ‘* the-lit- 
tle-cash-down-and - monthly-payment ” 
method, coupled with the assistance 
offered by building and loan asso- 
ciations, has rendered the ownership 
of homes by the thrifty comparatively 
easy of attainment. 

It is a strange fact, however, that 
not one in twenty men who are well 
able to purchase their own homes in 
this way seems to have the ambition to 
do it. In large cities the flat idea 
appears to be the rage—either that or 
boarding. 
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Now, these are the people whom the 
suburban real estate man really wants 
to interest. It’s easy enough to reach 
them, but to ¢terest them is quite a 
difficult matter. 

Having this obstinate or apparently 
disinterested class in view, I respect- 
fully present a few sample advertise- 
ments specially prepared with the idea 
of arresting their attention and gaining 
their confidence. Once get a man 
listening and he mst hear you, but if 
he insists on turning a deaf ear to your 
talk, even when you wish to benefit 
him, put him down as an incorrigible 
crank and let him go. 

In commencing a series of real estate 
ads, I wish it to be understood that 
the following suggestions are meant 
for those advertisers who wish to 
entice people who work in cities to 
live in the suburbs : 


WOULD YOU LIKE 
TO BE A SARDINE? 


Too crowded in the box,eh? But 
you never think of that when you 
crowd yourself and your family into a 
close and stuffy flat. You do it for 
economy’s sake, you say? Oh, in- 
deed—is that so? How much do you 
pay per year for your sardine-box flat ? 
Ask yourself the question and answer 
it. Then multiply the amount by 
eight and it will represent more 
money than we can sell you a good, 
substauatial, roomy, healthy home for, 
lucate| handy to the city, and where 
pure airand plenty of elbow-room will 
make yourself and family happy. And 
you can pay us for it just the same as 
you are now paying for your flat. 


Perhaps a little more dignity would 
go better with some people, something, 
for instance, after this style : 


Independence 


is the mainspring of the 
American Constitution. It 1s the 
birthright of every American citizen 
—the life-blood and vitality of the na- 
tion, the legal property of every indi- 
vidual member of the community. In 
no other country in the world has 
every man such a right and title to 
liberty of thought and action. 

But, by the way, what 7s independ- 
ence? “ Exemption from control,’’ 
“freedom from restraint,” ‘‘ not at 
the will of another,’”’ are Webster’s 
definitions, Yet four-fifths of Ameri- 
cans in large cities to day are “* sub- 
ject to control,” are mot “‘ free from 
restraint,’’ and ave ‘at the will of an- 
other’’—their landlord! Funny kind 
of independence, isn’t it? Better get 
rid of the servitude at once by buying 
a home of your own- we can sell you 
a charming one on monthly payments 
no higher than your present rent. In 
a few years it will be your own. This 
is worth thinking about, 














Here is another style which might 
prove serviceable : 


Isn’t it worth while— 
you, who are always swearing off 
something or other, to swear off pay- 
ing rent, and set about building a 
home of your own? It means more 
than economy to you, it means the 
happiness and health of yourself and 
family. 

Economy, because your own home 
will cost you no more in six or seven 
years of monthly installments than 
your present flat or dwelling costs 
you for rent alone. 

Happiness, because this is one of 
the natural results of independence, 
The knowledge that your own roof 
shelters yourself and family isa great 
blessing in itself. 

Health, because that is the great- 
est boon you can secure for yourself, 
your wife and your children. 

ll these three points—economy, 
happiness and health—are almost 
“conditions of sale’’ with every piece 
of property we offer, and if you are 
yearning after independence, you'll 
do well to consult us about it. 


It would not be amiss to try some- 
thing of this class now and again, by 
way of relieving the monotony of too 
much prose : 

** Man wants but little here below” — 
The statement causes mirth— 

It might have been true long ago, 
But now he wants the earth! 

And yet he ought to be content 
With earth’s most favored spots, 

And will be, if his cash he’s spent 
On our nice building lots! 

eo 

I FIND that my business requires 
short, comprehensive announcements, 
set prominently and plainly before 
newspaper readers. They must not be 
too long, for the man that is reading a 
newspaper is looking for the news of 
the day,and has no time to wade 
through a long advertisement. So I 
believe in space enough to display what 
I have to say in a style that will arrest 
his attention, for a moment, at least, 
and at the same time to impress his 
mind with my statement that it will re- 
cur to him, and create a sense of famil- 
iarity when he sees it again. I try to 
have it set in language that addresses 
him personally, without assuming an air 
of familiarity that is repugnant to the 
well-bred, or an air of superiority and 
dictation that would indicate that I 
think him incapable of caring for his 
own affairs.—Henry C. Rath. 








A BILL has been introduced in the 
Connecticut Legislature providing for 
the punishment of persons who send 
‘*fake” news to newspapers.—//art- 
ford Times, 
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NOT ABLE TO ADVISE. 
Post-OrFick DEPARTMENT | 
Orrice oF THE THIKD AssISTANT Post- 
MASTER-GENERAL, f 
WasuincTon, D, C., May 2, 1893. 


Mr. W. H. Eells, Publisher “ Walton 
Times,” Walton, N. Y.: 
Sir: In reply to your letter of the 26th ult. 
I beg leave to state that the case of PRINTERS 
Ink is nowin the hands of the Postmaster- 
General, and this office is unable to advise 
you whether the acceptance of subscriptions 
to that publication, payable in advertisiny 
space in your own paper, will prejudice the 
application of Messrs. Geo. P. Rowell & Co, 
for the re-entry of their periodical tothe mails 
as a “— 
ery respectfully, 
patanies ane Davis, 
Acting Third Ass’t Postmaster-General. 





OPPOSED TO “APPROXIMATE RAT- 
INGS.” 


LitcHFiELp, Conn., April 28, 1893. 
Editor of Printers’ Ink: 

May I be allowed a small space in the col- 
umns of your bright little weekly to say a few 
words in favor of actual instead of approxi- 
mate ratings of circulation in the newspaper 
directories, Let me, in the first place, state 
my appreciation of the efforts of the publish- 
ers of the American Newspaper Directory to 

rocure annually from all publishers a tabu- 
ated statement of the number of copies 
printed of every issue during the year, Such 
a practice should be of as much benefit to the 
publisher as to the advertiser, one of the 
principal reasons being that it would tend in 
a great measure to do away with the distrust 
with which the general public usually regards 
the newspaper man’s circulation statements, 
whether Tightly or wrongly. Another point 
is, that a classified rating works to the disad- 
vantage of the paper having the greatest cir- 
culation in each class ; it may be hundreds of 
copies ahead of the lowest in the same group, 
yet there is no way in which the advertiser in 
referring to the directory can discover it. 

As an argument against the system of classi- 
fied ratings, let me give a few facts in the 
brief history of a paper started in this town 
about Seve pane ago, A young man named 
Frederick W, Cone, who had learned his trade 
on the Exguirer, opened a job printing estab- 
lishment on his own account, and in connec- 
tion with it, backed by one or two soreheads 
that the Enguirer had op d politically, 
ran a small weekly paper, which he put out in 
three and afterward four editions, all of which 
were made up of the same matter, shifted 
about a little, These editions were called the 
Litch field Star, Washington Star, Corn- 
wall News and lorrington Telegram. 

Cone did considerable job work at cut 
prices, but it is doubtful whether he ever got 
any returns from his newspaper venture. At 
any rate his backers soon grew tired of back- 
ing him, and after several overtures on his 
part, I finally bought him out for a ridicu- 
ously low price. Fhe total number of papers 
he was printing at the time, including his 
four editions, was somewhere in the neighbor- 
hood of 500, Asa large number of those tak- 
ing his paper were already subscribers of the 
Enquirer, of course no attempt was made to 
continue any of the editions. 

Some little time later I chanced to see a 
newspaper directory, and in glancing over the 
ratings of the different papers in the county 


































what was my surprise to see the Litchfield 
Star credited with a circulation of over 750, 
and the Washington Star with over 500, the 
Cornwall News and Yorrington Telegram 
not being noticed at all. Now, at the time 
the purchase was made, there were but 215 
names on the Litchfield Star list, and only 
eighteen names on the Washington Star list. 
Taking these two editions together, which 
were given a rating of over 1,250 in the direc- 
tory, the number of names on the subscrip- 
tion lists was 233. Allowing for the copies 
sold on the street and through newsdealers, it 
is safe to say that the rating was over four 
times what it should have been. If the Corn- 
wall and Torrington editions had been rated 
in like proportion, the total would have been 
over 2,000. 

The greatest number Cone ever printed I 
have no way of finding out, but whatever it 
may have been, I think the above illustration 
speaks for itself more emphatically than any- 
thing more that I might say in favor of 
ratings based on the actual average each year. 

. R. Durrig, Jr., 
Pub, Litchfield Enguirer. 


-- 


GOOD PROFITS IN “L” ROAD ADVER- 
TISING. 





From the Newsman. 


For the display of small signs and periodicals 
on the news-stands of the New York elevated 
roads a charge of $15 a week is asked. It is 
said that the American Tobacco Company 
pay $1,000 per month for the signboard along 
the platform, near the rail. The Recorder 
paid this sum the first year of its existence. 
The Manhattan News Co. is owned by asmall 
syndicate composed of large stockholders in 
the elevated road. It paysa rental of eighty 
thousand per year and is said to earn over 
three hundred thousand. 
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A PECULIAR WANT. 
From Current Literature. 


In the advertising columns of newspapers 
we encounter many a queer demand, but none 
more deeply touching, none which stirs so 
many chords, as the following wail from a 
novelist: ‘‘A gentleman of means, excellent 
social position, novelist of repute, great trav- 
eler, linguist, aged 42, name honorably known 
throughout Europe, who, although kaving 


scores of ‘so-called friends’ in all hemis- 
pheres, singularly feels his ae sition on 
the stormy ocean of life, would like to meet 


with a gentleman or lady of refinement and 
liberal views, having literary and artistic 
tastes, and (sic) who could take interest in his 
work. He would either propose to board and 
reside in a well-appointed house, London, 
country, or any part of France or Italy, where 
he could work undisturbed, and contribute a 
fixed monthly or yearly sum, or arrange- 
ments could be made in sharing his superior 
residence, situated in the most fashionable 
locality of the metropolis, as well as a small 
but artistically furnished villa abroad, located 
in the loveliest part of Europe. Preference 
given to one who could assist him in his work 
and act as literary amanuensis. Only those 
of his own position in life need apply, in 
strictest confidence, to, etc.”’ 


+ 


A Chicago contemporary complains 
that sixty thousand dollars was spent on a re- 
cent New York wedding, ‘‘and it lasted only 
fifteen minutes.’”” But Chicago’s local expe- 
rience is not safely applicable to events in New 
York, Weddings are always expected to last 
much longer than that here, and indeed a sin- 
gle one has often been known to serve fora 
whole life-time.—Li/z. 








Table Showing the Growth of American Newspapers During the 


Past Twenty-five Years. 
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The Divorce Gazette is a London >| 
newspaper venture. It will, no doubt, estab- 
lish branch offices at Chicago and Sioux Falls, | 
Dakota.— Toledo Blade. 





Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra Sor specified position—if granted. 
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INK. 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find IT PAYS! 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J. 


IF YOU ARE USING 


WATCHES FOR PREMIUMS 


We would reo to have * tages know us. 
e are first-rate peop! 
FLETCHER WATCH AND JEWELRY co. 
(Incorporate 
182 BNOADW ly ’ 
Corner John St. 








N. Y. CITY. 





ouis, MO. 


») ST. L 

) 75,000 Copies Each Month. 

) An exceedingly desirable medium for 
GENERAL ADVERTISERS. 


) THE HOME CIRCLE Pus. Co., St. Louis, Mo. 


























and 


The only fy authentic 
Wrappers add inery. 











Must be handed in one week in advance. 
GEATILE TELEGRAPH, the ” Jeading 
\) Democratic daily north of San Francisco. 
GUPERIOR } Mechanical Engraving, Photo Elec- ceape iee- 
_trotype Eng. Co.,7 New Cham 
uUYSs 0,000 copl 
oI = roven. 4 MER: Wor 50.000 evn es 
E Pp 
E Rares: 08 ach th eo 
F RE GREA “Aberdeen, S. D 
BE IN DEPSHDENT. Own your own new 
WEEKLIES Send for estimates to PICTORIAL 
<LIES CO., 28 West 23d St., New York City. 
OD SOMETHING | 
‘ou_advertise in local 
Send BAS CHAS. W. HARPER, sin, Columbus, 
HOPKINS & ATKINS, 
bn guage 26 
Wee ani nee. 
rite for ioformation 
GE R MANIA Magazine for the oe of the 
German lang. and litt. For 
a Se iret rates of Sav erseng. ete., add 
Manchester, N. 
DIRECTORY PUBLISHERS, Cireulars 
= rice list of your directories to U. 8. AD- 
COo., L Box 1407, Bradford , McKean Co., Pa 
OR NO PAY. Book free 
te reliable work 
FITZGE RALD, 
* Sedhingten. D.C. 
Always onye 
Advertisers. 
5 Pin Ni To abe 
New York. 
21.00—Visiting Cards. We will en a 
copper plate and print 50 visiting cards for iL 00. 
——- 4c. rore ag gg For 10c. 
will’ mail yg book, “Card Eti- 
quette. ” BELLM BROS., * Toledo, o. 
Pate iss Evel, 
in a hurry by mac 
ames Guaranteed a absolutel For par- 
ticulars address F. D. BELKNAP, Prest., 314, 316 
roadway, New York City. 
DON’T 
Order any kind of cuts for print until you 
have heard from ug. It will pay you to write us 
CHICAGO PHOTO ENG. CO. 
H Is read by intelligent people 
Kate Field’s who pay their bills. Are cheap 
Py the people you want to reach 
Washington De 
So ‘ 


when you advert 





Washington, BD. C. 





DAILY, | 
The Delta sumer. 
WEEKLY. 

THE BEST PAPER IN _ NEW ORLEANS. | 
TEACHERS siz, 2mat 
Normal Instructor. — — 7m monthly. | 


Trial adv. 10c. aline, DANSVILLE, N.Y. 
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(Dodd $ 2eswntingn we BOSLON, 0 
Send for Estate. Jey 
7, 


Git 














RELIABLE DEALING CAREFUL SERVICE. 


em” LOW ESTIMATES. 


SUCCESSFUL 
TYPE-SETTING MACHINE 


Pee 
For Sale with allappliances. ~ 


A GREAT BARGAIN 


FOR A PROGRESSIVE PRINTER, 
Address “ C. P. W.,” care Printers’ Ink 




















NEW YORK. 





| 200,000 Circulation Monthly ; Guaranteed. | 
PAGE & RINGOT, Publishers. 


ADVERTISING RATES: 
80 Cents per Agate line. m., discounts for 
time or 8 
5 per cent discount 1 for (OF cash with order. 





To advertisers who wish to reach the ladies this 

one of the best mediums in the country. Why 
onary the QUEEN OF FASHION once and be con- 
by the returns you will receive? 


QUEEN OF FASHION, 46 E. 14th Street, 


(UNION sSauaRe) 


New York City. 

















GRICULTURAL P YS 
DVERTISING® A 
ATE * 
* ASSOCIET ST St 
Kansas Farmer........... Topeka, Kas. 
Nebraska Farmer........ Lincoln, Neb. 
Iowa Homestead.... Des Moines, Towa. 
Field and _Farm......... Denver, Colo. 
Farmers’ Home......... ton. Ohio 


y- 8 8., Mont, 
Hoard’s Dairyman, Ft. Atkinson, Wis. 
SEMI-MONTHLIES——3 
> Dakota Farmer........... Huron, 8. D. 
) N. W. Far. & Breeder, St, Paul, Minn. 
Western Plowman.. .....Moline, Ills. 

1——MONTHLY—1 
Home, Field & Forum, Guthrie, O. T. 


STAR OF * THE EAST 


> National Stockman and Farmer, 
Pittsburgh, Pa. 


Write for estimate on your ad. to 
FRANK B. WHITE, Manacer 
649-61 Tue Rooxery, CHICAGO, ILL. 


J.C. BUSH, Eastean Reercsentative, 
Times BuiLoina, NEW YORK, N. Y. 





The Leaders of the Great West and 
Star of the East Pay Best. 





‘Y only question that needs so- 
| | eal 


| 


| 
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ADVERTISING 


is recognized as indispensable 
to ‘business prosperity. The 





'HOW 
SHOULD IT BE DONE? 


This we are prepared to an- 
swer for those contemplating 
general newspaper advertis- 
ing. See us, writeus. State 
your wishes fully. Our time 
and experience are at the dis- 
posal of advertisers who value 
the advantages of intelligent, 
prompt and original methods. 


The Geo. P. Rowell Advg. Co. 


NEWSPAPER 
AND MAGAZINE ADVERTISING, 


10 Spruce Street, New York. 

















/..caentietiiereetll 








As Ap Li i bp ap ps lp i i pi lp ip As ip Lp si is ps ip lp ip pu ip ps bo 





D0 YOU WANT A WEB PRESS ? 


Hear what we have to say about 


ONE THAT WILL NEVER MISS AN EDITION 





WE 


‘wwwrevreyvyyyvyvyyyY*™ 





MAKE SUCH A ONE. 


CAMPBELL PRINTING PRESS AND MANUFACTURING CO., 
NEW YORK and CHICAGO. 
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Best ADVERTISING FOR CHICAGO 


THIE 


MAMMOTH DISPLAYS AT ALL 


> F GREATEST ADV 


aS | ») Readers a Day 


WV ORLOS FAIR 


BULLETINS. 





POINTS 


ERTISING ALUE 


RS'*CUDD/IDE C: 
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THE BEST 


medium for general advertisers to use is one that 





has triumphantly passed the test and bears a proof- 
mark of excellence utterly ineradicable. 


ALLENS LISTS 


have fairly earned that distinction, and hundreds of 
advertisers nod approval to every claim that we put 
out in their behalf. 

Forms close on the 18th. 


Arr r—wr— 


E. C. ALLEN & CO., Prop’s, AUGUSTA, ME. 

















CEN Good Printing 


PRINTERS’ INK PRESS has a printing office 
that is fully equipped with advertisement type 








and specially adapted to the needs of adver- 


tisers. Intelligent display is half the battle in 





advertising. Orders solicited for all kinds of 


printing, from a one-page circular to a large 





magazine. Those who have been unable > to 





get the sort of service they want in the 


ordinary printing office are invited to try us. 





What others can’t do we will attempt—and at a 


Moderate Price 


PRINTERS’ INK Press, 10 SPRUCE ST., NEW YorK. 
WM. JOHNSTON, Manacer. 
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a Recorder stood third 


i, G | in circulation among New York 
dailies before it began using 
| its Multi-color Press—the only 
| 
| one of the kind ever made. ap 
eo 
wi¥ 


Ask your newsdealer how 


THE RECORDER’S circulation has 


been growing since. He has no 
reason to exaggerate. No daily 


newspaper ever made _ such 














strides. — 
[Lrom Rehoboth Sunday Herald. | 
A green bay tree is supposed 
ak to be a very good illustration of 


flourishing, but it is as nothing 
compared with the red, yellow, 
blue, etc., newspaper—instance 


THE New York RECORDER. 
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ACCURACY IN NEWSPAPERS. 
From the N. Y. Evening Post. 

Absolute accuracy is not attainable by the 
press or any other human beings. The fault 
one so often hears found with the newspapers 
—that no one finds anything accurately told 
in them of which he has himself personal 
knowledge at first hand, is an unreasonable 
fault, because it 1s a fault of the human 
senses, Nobody is any more accurate, other 
things being equal, than an honest and careful 
reporter in describing what he has seen, ow- 
ing to the ineradicable defects of eyes and 
earsand judgment. History is as full of mis- 
statements as any good newspaper. 


OUR POLYGLOT PRESS. 
From the N. Y. Evening Sun, 


Except our friends the Hollanders, the com- 
panies of the visiting fleets are supplied with 
the world’s news by regular established New 
York papers published in their native lan- 
guages. If this should seem to be not quite 
true with respect to the Brazilians it ought to 

borne in mind that a Portuguese extracts at 
sight the sense of printed Spanish, Our Ger- 
man, French and Italian visitors will not eas- 
ily name one of their home papers that gives 
the whole of the world’s news as comprehen- 
sively and impartially as their national press 
in New York. In no other city in the world 
could this observation be made. To New York 
as to Imperial Rome no subject of human in- 
terest is wholly foreign. 

A PECULIAR POINT. 
From the Dry Goods Economist. 

Things that people can have for the mere 
asking are not apt to be valued to the extent 
they deserve. A certain larye painting of one 
of the grandest wonders of nature in America 
was placed upon free exhibition. It was a 
public philanthropy on the part of private in- 
dividuals. Artists visited and admired the 
work, The public at large knew of the worth 
of the painting, of the natural beauty of the 
subject, of the eminence of the artist. Those 
who came and viewed the scene were im- 
pressed with its magnificence. But thousands 

ssed by the open doors of the exhibition 

li. The sight was free—too free. 

‘The same picture was afterwards exhibited 
in another place, at an admission fee of 25 
cents. The public crowded the exhibition 
hall and gushed over the painting for hours, 
“The public are queer fish,” remarked the 
artist, 

In offering a bargain it is occasionally ad- 
visable to put some restriction upon it, pur- 
posely. ‘That is, to give people the idea that 
the thing advertised is so rare or choice that 
they cannot have all they may want of it. 
Some such restrictions as only so many pairs 
to a customer ; sale will not begin until some 
hour well along in the day, etc. Harmless 
restrictions, yet they serve the purpose of 
making people value the goods more highly. 

If some person should happen to need and 
wish to buy more than, say, three pairs of 
the advertised hose, then for the salesman to 
condescend to sell them, as a ‘* special favor,” 
‘we know you so well,” etc., simply flatters 
the customer, who is thereby the more at- 
tached to such particular counter and sales- 
man. Indeed, the writer of advertising must 
be a student and judge of human nature, and 
especially of that mould of humanity within 
the reach of his pen. C, A. Hoprin, Jr. 
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NEWSPAPER HUMOR PUNISHABLE IN 
GERMA 


From the New York Sun, 

April fooling in print is a rather serious mat- 
ter in Berlin. The eclitor of an extradlatt 
who gave a full account of an attempt to as- 
sassinate the Czar on the first of April last, 
has just been convicted and sentenced to nine 
months’ imprisonment, in addition to a heavy 
fine, His name is Hebel, The printer, Ditt- 
brenner, who published the fun, was fined 320 
marks. Three other funny fellows who print- 
ed April fool jokes have been sentenced to 
terms of imprisonment ranging from two to 
six weeks, 





SHE SPOKE ENGLISH. 
From the Boston Budget. 


A pretty little Frenchwoman went into one 
of the newspaper offices last Tuesday, and 
with a positive air passed an advertisement 
through the window. The clerk looked at it 
for a moment, smiled, and then said: 

‘* The English is a little bit awkward, miss, 
Would you like to make any changes?’ 

The pretty little woman tossed her head. 

**No, m'sieur. I zink I knows how to write 
ze good Inglis.” 

The clerk smiled again. 

“All right,’’ and he watched the little wom- 
anas she sailed out of the door. Next morn- 
ing the ‘‘ad ” appeared : 

PUPILS WANTED.—Mlle. Marcotte re- 
spectfully announces that she wishes to show 
her tongue to the young American ladies, 


WANTED, AN — PRINTERS’ 


From the Spring field Mining Union. 

A crying need of the Post-Office Depart- 
ment of these United States is an ink that is 
really indelible. Such an ink has never been 
discovered, except in the shape of pure car- 
bon, and that cannot be applied with a stamp, 
The search for an ink that cannot be washed 
out when once it has been used for cancelling 
stamps has been long and vigorous, but futile. 
Chemists often agree to prepare a cancelling 
ink that cannot be erased, but when their 
samples are submitted to other chemists it 
washes off like the dust from a boy’s hands. 
There would be a fortune for the lucky man 
in the discovery of a sure-enough indelible 
ink, for it could be used for many other pur- 

ses besides the cancelling of stamps, and 

y many others than the clerks who maltreat 
and delay our letters. 

The washing of stampsis quite an industry 
in this country and costs the Government a 
good many dollars, though it is practiced on 
a small scale by each person engaged init and 
cannot be very profitable to the individual, 
Detection is too easy and the consequences 
are too serious to make it likely that the busi- 
ness will ever become an extensive one. Any 
one who uses a stamp a second time, even if 
it should not have been cancelled in going 
through the post-office, is liable to a fine of 
$500 or a year’s imprisonment, or both, and 
when it is noticed that the stamps on a per- 
son's letters are worn or dirty looking he is 
closely watched. 

congenial 

A Good Many Like Him.—‘‘ Jones 
says he knows more about editin’ a newspa- 
per than you do,” 

“ Yes; that’s why he’s splitting rails,”—Z.x, 
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